LAWLER, METZGER & MILKMAN, LLC

2001 K STREET, NW
SUITE 802
WASHINGTON, D.C. 20006
GILM. STROBEL PHONE (202) 777-7700
PHONE (202) 777-7728 FACSIMILE (202) 777-7763

June 19, 2003

BY ELECTRONIC FILING

Marlene H. Dortch, Secretary

Federal Communications Commission

445 Twelfth Street, S.W. - Suite TW-A325
Washington, D.C. 20554

Re:  Ex Parte Presentation
In the Matter of Rules and Regulations Implementing the Telephone
Consumer Protection Act of 1991, CG Docket No. 02-278

Dear Ms. Dortch:

On June 19, 2003, Wayne Huyard, Sally McMahon and Lisa Smith of MCI, along with
A. Richard Metzger, Jr. and Ruth Milkman of Lawler, Metzger & Milkman, counsel for MCI,
met separately with Chairman Powell, Bryan Tramont and Bradley Doline; Commissioner
Adelstein and Scott Bergmann; and Commissioner Martin and Daniel Gonzalez to discuss the
above-referenced proceeding. During these meetings, MCI discussed issues raised in its
previous filings in this docket and provided copies of the attached presentation.

Pursuant to the Commission’s rules, this letter is being provided to you for inclusion in
the public record of the above-referenced proceeding.

Sincerely

Gil M. Strobel

Attachment

cc: Chairman Powell Bradley Doline
Commissioner Adelstein Daniel Gonzalez
Commissioner Martin Bryan Tramont

Scott Bergmann
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EBR Rules Potentially Hand ILECs A Huge
Advantage Due To Monopoly Heritage

In Region ILEC Sample Large CLEC

—EBR
—Share/EBR
39, 97% Marketable 66% Marketable
- Il Non-Callable
5%
—Callable
| ocal
2%
Impact
2

97% Marketable 66% Marketable

* Assumes that 40% of households register for national DNC list; Does not factor in company-specific do-not-call list



All Of These Measures Are Needed To Offset
ILEC Monopoly Advantage

2%

Percentage of
consumers that
can be marketed
only by ILEC?

FTC EBR? Clarified 5 year list Fresh Extending
FCC Look EBR3
EBR

T Assumes 40% of households register for DNC list
2 Factors in company-specific list
3 Effect of extending EBR depends on marketing partner



